Impulse buying is unplanned purchases but have a significant impact on retail sales. This study examines the effect of price fairness, in store promotion and merchandise on impulse buying behavior. Research respondents were taken purposively with the criteria of members of the population who had made impulse buying. The population of this study is citizen of Surakarta who became consumers of the national mini retail chain. Data collection using questionnaires that have passed the validity and reliability test, while data analysis uses PLS SEM. The result of the study shows that Price Fairness, In Store Promotion, and Merchandise variables influence impulse buying behavior, with a T statistic score of 2,047; 2,537; and 2,104 respectively. The score is above the cut-off required for the 5% significance level, which is a statistical T value of more than or equal to 1.96. Furthermore, the time availability variable is not a moderating variable.
Introduction
Impulse buying is retail consumer behavior that is not based on planning when making transactions. This type of purchase usually occurs spontaneously which is influenced by the external situation of the consumer towards the consumer's emotions. Therefore, Park (2006) stated that a marketer must pay attention to the positive emotional state of a consumer while in the store. Positive emotions are emotions that can cause a sense of well-being in someone. The emotional state of a consumer can be influenced by a store atmosphere which will influence purchases (Rusdian, 1999) .
The store atmosphere that can influence consumers in making purchasing decisions consists of various variables, including the fairness of prices. Fairness of price is the assessment of consumers against nominal prices compared to what is obtained. In addition to price fairness, the variable in store promotion also has an influence on the 2nd ICIEBP formation of consumer shopping behavior. In store promotion is all forms of promotion carried out by retailers in the store.
In addition, impulse buying also depend on the internal factor of consumers, in this case is the availability of time for consumers to shop. Consumers who have relatively much time when shopping, their behavior is different from consumers who have limited time when shopping.
Most studies on the effect of moderating time availability are carried out at large retail (Balaji & Babu, 2015;  T. Chen, 2008; Tinne, 2010) , studies on mini markets are still rarely carried out. Therefore, research of impulse buying in mini market settings is interesting to do. Zeithaml (1988) stated that price is a consumer sacrifice to get the benefits of a product.
Literature Review

Price fairness
Based on that definition, price is a consumer's perception which refers to consumer valuation based on both the information received and the experience got. Therefore, the perception of prices leads to the appropriate price conditions, not about lower or higher prices.
The price perception shows that consumers actually focus on valuing a fair price.
Price fairness is related to the assessment of consumers whether an outcome and the process of achieving that outcome can be accepted (Bolton et al., in Kaura, 2012) .
That statement is supported by Xia et al. (2004) in Kaura (2012) that price fairness is the assessment of consumers whether the price set by the seller is acceptable to consumers or logical according to consumers. Inman, McAlister, & Hoyer (1990) explained that promotion is any other sign or indicator to attract consumers' attention through various offers so that consumers buy the product. The definition clearly shows that companies or retailers set prices-related strategies through special offers.
In store promotion
Special offers are often designed by retailers for creating positive emotions. Mohan, Sivakumaran, & Sharma (2013) stated that in store positive feeling (emotion) is related to store atmosphere. One part of creating in store positive feeling is promotion. Sharma, DOI that in-store promotion will benefit them. Therefore, in-store promotion has become a retail strategy for increasing sales.
Merchandise
Merchandise is a variety of retail products (Utami, 2010). The diversity of products created from large and or deep strategy. Rohm & Swaminathan (2004) in Muruganantham & Bhakat (2013) stated that consumers feel the convenience of shopping at a store that offers complete goods and also the reasonable price, this results in an urge to buy more.
Thus, that study emphasizes that the diversity of products and logical prices are the main attraction for consumers to make a purchase. The more diverse products offered by retailers, the greater the impulse buying
Time availability
The internal factors of consumers have a significant influence on shopping. One of Conversely, if consumers are limited in time when shopping, consumers behave hastily when shopping so they don't have a chance to see various products sold in retail. This time limitation can impact negative responses to stimuli provided by retailers, especially stimuli store atmosphere.
Impulse buying
According to Bayley & Nancarrow (1998) Consumers who feel comfortable and have a positive mood during the shopping process will have a higher probability of making impulse buying and vice versa. 
Analysis
Population and sample
The population in this study were the people of Ex Surakarta residency who had shopped on the national mini market chain, namely Alfamart and Indomaret. Referring to members of the population, this study uses a nonprobailty sampling approach with a sampling method using purposive sampling method. The sample which represents the population in this study are members of the population who have made impulse buying.
The sample target was 150 respondents, 120 respondents returned the questionnaire, so the response rate is 80%. However, 15 questionnaires were not filled in completely and 5 questionnaires did not meet the criteria. According to the respondents profile, the majority of respondents in this study were women (67%), the age range between 16-30 years old (93%) with education dominated by students (81%). Based on the characteristics of the respondents, the research respondents have good knowledge of decision making in shopping
Intrument testing
Validity testing
Validity testing is done to ensure that the questionnaire's indicators actually measure the variables that should be measured. 
Reliability testing
Reliability testing is testing the consistency of the research's instruments. A measuring instrument, in this case is the research questionnaire, must have high consistency when used. This Testing is based on the Cronbach Alpha and Average Variance Extracted (AVE) values. Rule of thumb reliability test is the cronbach alpha score ≥0.6 and AVE value ≥ 0.5 (Sekaran, 1992) . 
Data analysis and discussion
Data analysis
The analytical method used in this study is Structural Equation Modeling (SEM)) using while the dependent variable is Impulse Buying (Figure 1 ). 
Discussion
The results of this study indicate that impulse buying behavior is influenced by consumer perceptions of logical prices. The more consumers perceive that the price of the product is reasonable, the stronger the urge to impulse buying. In addition, In Store Promotion also affects the Impulse Buying. Store stimuli especially the internal promotion encourage consumers to make purchasing decisions quickly without planning. Inman et al. (1990) stated that in-store discount strategies trigger consumers to make unplanned purchases, while out store promotions have different effects.
Impulse buying is also influenced by the variety of products offered in stores. The large selection of goods stimulates consumers to behave unplanned in purchasing.
According to Tinne (2010) impulse buying are influenced by various variables, one of which is the product characteristics along with the diversity of products in the retail.
This study also shows that the variable of time availability is not a variable that strengthens or weakens the influence between observational variables. This is different So, consumers who visit mini retail tend to be in a hurry to immediately finish shopping, because it is not possible for sight-seeing like a hyper market. Based on Tinne (2010), store characteristics and store situation are important elements in impulse buying.
Conclusion
This study analyzes the influence of the variable of Price Fairness, In Store Promotion and Merchandise on Impulse Buying variable, as well as the moderating effect of Time Availability variable. Overall the results of the study indicate that spontaneous purchases made by retail consumers are influenced by the price fairness offered by retailers.
In addition, promotions in stores and merchandise offered by retailers also influence spontaneous buying behavior.
Internal consumer variable, namely Time Availability is not a moderating variable.
This study shows that the setting factor must be considered for testing the moderating effect.
